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Agency pours it on for Kellogg 


By Julie Franz 


T^hey greiv us and we 
JL grew them.’' 

That statement hy Leo Bur¬ 
nett Co. vice-chairman Wtliiam 
Lynch about sums up the rela¬ 
tionship between the agency and 
Kellogg, Battie Creek, Mich. 

Burnett’s Kellogg billings 
have grown from ^25,000 in 1$49 



to S125 million this year. During 
that same time, Kellogg sales 
have jumped to S2.6 billion in 
1984 from $105 million in 1949, 
according to the company. 

The glue that holds the reja- 
tionship together is mare than 
just money, but it took a threat¬ 
ened loss of money to test the 
true slrsneth of the marriage. 

^Vhen Kellyti'li’s market share 
i]egan slipping in 1980, the com¬ 
pany didn't blame Burnett and 
send the agency packing. 
Rather, Kellogg looked at Bur- 




nett as a partner—one that had 
helped build its business and 
would help it rebuild too. 

Kellogg attributed its slip in 
the market to internal manage¬ 
ment errors, says Christopher J. 
McNaughton, Kellogg’s senior 

vp. In 1972, the Fed- _ 

eral Trade Commis- Hfi. - 

sion charged that . 

Kellogg, along with x,,..,. 

General Mills and 

General Foods, had 

created a monopoly 

in the ready-to-eat 

cereal market, caus- Msiicr 

ing prices to be un- 

fairly high and mak- 

ing it a difficult mar- 

ket for new competi- 

tors to enter. 

Kellogg manage- _ 

ment focused much 
attention on winning 
the suit, Mr. 
McNaughton says. 
Consequently, Kel- 
iogg executives spent f 

most of their time Ifiwj 

trying to preserve the | g 

company while their I 

brands withered. " 

When the FTC 

• case w'as dropped in 

: 1982, Kellogg found 1 - 

j its market share had Burnet. 
dropped to 35% from Corn F 
close to 40% a few 
years earlier. 

“It wosri't Burnett’s fault,” 
Mr. McNaughton gays. To climb 
out of its rut, Kellogg continued 
io work with Burnett, increasing 
its ad spending by more than 
50% over the past four years. 

• The agency and the cereal mor- 
i keter w'orked on more sharply 


focused advertising and a slew of 
new products. 

During Kellogg’s market share 
slip, Burnett doubled its efforts 
to reverse the slide, Mr. Lynch 
says. The two companies exa¬ 
mined every part of Kellogg’s 
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Burnett was behind this 1954 ad for 
Corn Flakes and A as been handling 
leading cereals for 35 years. 


business, tearing apart and re¬ 
building Kellogg’s view of its 
competitors, advertising, new 
products, promotions and 
spendi.ng. 

That was done by shoring up 
established brands and intro¬ 
ducing key new products, Mr. 
Lynch says. The total market 
mix of each brand was studied. 
In some cases, that meant new 
ad copy or new ad spending. 

It took time, money and com¬ 
mitment, Mr. Lynch says, but 
now every Kellogg brand Is up 


across the board in market 
share. Kellogg’s total share in 
the $4.4 billion ready-to-eat ce¬ 
real market is 42.-5%, higher 
than before it started slipping, 
“They fthe brands] have expe¬ 
rienced across-the-Hne gains, 

_ and that’s the re- 

— warding thing,” Mr. 
Lynch says. Those 
gains mean Just about 
everything the two 
k companies did to- 

L Jb gether worked, he 

After that t ime, 
Kellogg did move 
some domestic 
Waf brands to J. Walter 

■y Thompson USA, Chi- 

cago. Five years car- 
' lier, JWT handled 

Kellogg’s interna- 
tional business while 
Burnett handled all 
the domestic work. 
Now, Burnett han- 
3r dies products In 13 

countries as well as 
Kellogg's Whitney’s 
,.j yogurt, Eggo waffles, 

I ’ ■"' Mrs. Smith’s pies and 

S a l a d a tea. The 
^ agency retained the 

I “Bfg 4" brands, Corn 
Kellogg^s Flakes, Rice Krispies, 
Kellogg^s Frosted Flakes and 
Raisin Bran, as well 
as Kellogg’s preswee¬ 
tened cereals in the U.S. 

Over the years, Burnett has 
helped establish Kellogg ns the 
top cereal maker with a number 
of advertising firsts. Some of 
Burnett’s media buys have 
helped give Kellogg a presence 
in tv that the competition didn't 
have, Mr. Lynch says. Burnett 
helped Kellogg buy into and be¬ 
come the major sponsor of the 
“Beverly Hillbillies,*' one of the 
longest running shows on tv. 

Burnett was in on the talks 
between Kellogg and the pro- 




To Leo Burnett Company, Inc., 

Congratulations on 50 successful years 
& 

Best Wishes for many, many morel 


The apple heard 'round the world. 

With youthful spirit and creative imagina¬ 
tion at its core, Leo Burnatt continues to 
be the apple of the advertising world's eye. 
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ducerg of “The Banana Splits,” a 
breakthrough In Saturday morn¬ 
ing tv programing in ths late 
1960s and early 1970s. The show 
was the first hourlong, quality 
program on Saturday morning 
tv, Mr. Lynch says. 

Since the dawn of tv, Kellogg 
products have appeared with fa- 
moug tv characters such as 
Dennis the Menace, Yogi Bear, 
Dennis James, Art Linkletter 
and Batman. 

With Burnett’s help, Kellogg 
became the first cereal maker to 
use its package as an advertising 
tool, Mr. Lynch says. Kellogg 
was the first to place a picture of 
a bowl of cereal on its box and 
use the banner in the corner to 
play up product information. 

Burnett created Tony the 
Tiger to appeal tn children and 
characterize the nutritional 
baiue of Kellogg’s Frosted 
Flakes. Now, Tony has c'ome to 
represent the entire company. 

Burnett has never been com¬ 
placent about its successes with 
Kellogg products. “If they write 
excellent copy today, they chal¬ 
lenge themselves to create even 
better copy tomorrow,” Mr. 
McNaughton says. 

Kellogg attributes Burnett’s 
longstanding advertising suc¬ 
cesses to managemetiL continu¬ 
ity. Experienced members of an 
account team constantly ere 
reaching out for new ideas, and 
newer creattves bring a fresh 
approach, Mr. McNaughton 
says. 

Despite handling Kellogg’s 
leading cereals for more than 35 
years, Burnett hasn’t had a 
problem coml.ng up with fresh 
ideas, Mr. Lynch says, “We Jjave 
such a terrific bank of creatives 
that coming up with ideas Is not 
a problem." 

Kellogg is a Burnett account 
that everybody wants to work 
on, he says, because Kellogg 
creates a positive environment 
to work in and work under, 
“They are terrific people. They 
encourage you and challenge 
you by being true partners. 
That type of environment gets 
you to do your best work,” he 
says. “Kellogg makes you v/ant 
to try harder.” 

Kellogg encourages Burnett’s 
creatives to try new approaches 
and explore different ways of 
presenting products. The com¬ 
pany is interested in s.eeing and 
testing Burnett’s ideas and in 
taking a chance arid going with 
those ideas, Mr. Lynch soys. All 
the encouragement in the world 
(Continued on Page Jt2) 


T he year 1940 was one of 
growth for Burnett. The 
agency got its first $1 million- 
plus account, the American 
Meat Institute. And that 
year, the agency opened a 
service office in New York. 


Source: https://www.industrydocuments.ucsf.edu/docs/ztpm0004 


Gir?8990tro, 








